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In the examples, the metaphorical expressions are highlighted in bold. In order to preserve the original morphological structure and meaning of the Chinese metaphorical expressions as much as possible, literal translations are given in brackets whenever necessary. The literal translations are then followed by idiomatic English translations. The corresponding Chinese expressions are given in the endnotes. Example: "The wedding ceremony of Norika Fujiwara caused ('a hot tide' audience ratings'=) audience ratings to skyrocket."
Introduction
In contemporary China, the news media platforms are becoming ever more crowded. Although television, radio and print newspapers are still the conventional channels that keep people informed about what's happening around them and in the world, more and more people are choosing to read news on Internet-connected computers, mobile phones and other devices. Apparently, the news landscape is shifting from traditional media outlets to the Internet and mobile media outlets. Although television news still holds the largest proportion of the audience, the number of online news consumers is rapidly growing.
According to Zhong (2002) , the development of online news media in China can be roughly divided into three stages: (1) 1995-1997, 'the Pioneering Stage', represented by the launch of the electronic version of Zhongguo Maoyi Bao (China Trade News) in 1995; (2) 1997-1999, 'the Second Revolution': during this period, many print newspapers and magazines created their own online versions; (3) 2000-present, 'the Booming Stage of Online News': online news media that are independent from print newspapers and are commercially run have appeared and flourished in China. Nowadays, the official online news websites (e.g. www.xinhua.org and www.people.com.cn) coexist and interact with commercial online news portals (e.g. www.sina.com. cn and www.sohu.com). Online news media in China are also established on national, regional, provincial and municipal levels.
Entertainment news in China
A popular cliché about news media in China claims that they are tightly controlled by the Chinese government and serve as the mouthpiece of the Chinese Communist Party, playing an essential role in ideological Entertainment news: news that both entertains and is about entertainment; it is news about the popular entertainment industry (movie, TV and pop music), and at the same time, it is commercial news that targets ordinary urban citizens and aims to entertain them (see Chapter 2 for details).
Infotainment: "refers to an explicit genre-mix of 'information' and 'entertainment' in news and current affairs programmin" (Thussu 2007: 9).
propaganda and blocking the Chinese audience from accessing important information from and about the outside world. By framing Chinese news media around a set of assumed political stereotypes, this cliché ignores the fact that the cumulative effect of China's social and economic reforms in the late 1980s, fuelled by its rapid economic and technological development, and the trend toward globalisation, as well as numerous other factors, have managed to change the ecology of Chinese news media dramatically and fundamentally. The news media in present-day China consist of both traditional Party-controlled and commercialised sectors, though they are not completely separated, and even the commercial news outlets are under the 'supervision' of the Central Publicity Department or the State Administration of Radio, Film and Television (SARFT). The commercial news outlets, as many researchers have observed (e.g. Li 2002; Luo 2003; Zhang, M. Z. 2005), have been heavily influenced by the global trend of marketoriented 'infotainment' and the tabloidisation of news, which prioritises entertainment over information, sensationalism over rationalism, and trivia and gossip over the weighty and the serious. In particular, the emergence of entertainment news as an independent news genre, and its flourishing presence in Chinese media, exemplifies a tendency in the present-day Chinese media towards depoliticalisation and the downplaying of ideological influence and control.
Although this is a significant phenomenon, which has been investigated by numerous Chinese researchers, it has not yet attracted much attention among researchers in English-speaking countries. Within Chinese media and journalism, many have noted that 'entertainment news' as a genre has flooded TV, print media and the Internet, and has gradually become an integral part of Chinese people's lives (Li 2002) . Three key factors in the rise of entertainment news are widely identified in the literature: increasing diversification in forms of entertainment, the rise of culture industries, and the media's commercialisation or need for market share. While forms of entertainment were centrally controlled and extremely limited during the Cultural Revolution, entertainment, broadly defined, is a part of life for Chinese in the post-Mao era: they can enjoy themselves by watching TV, going to cinemas, listening to music, surfing online or participating in many other forms of entertainment at any time of any day. The growing demand for entertainment has caused the expansion of China's culture industry, of which entertainment is an essential part. According to the Report on Development of China's Culture Industry (Zhang et al. 2005) , the culture industry has seen a dramatic increase in revenues, which accounted for 3.1 per cent of GDP in 2003. In the same year, urban residents' expenditure on cultural and entertainment services increased by 52 per cent.
The revitalisation of entertainment in everyday life and the boom in the culture and entertainment industries have provided a social and economic environment for the transformation of news media into a highly commercialised, market-driven industry. Since the late 1980s, people in the print news media industry have been aware of the market opportunity for turning news into entertainment for ordinary urban readers, instead of simply providing an elite readership with news concerning the Party and government activities and policies. This was shown by the birth of a large number of evening newspapers from the middle of the 1980s on, and of city newspapers from the mid1990s on. These reader-oriented newspapers are heavily laden with soft news and infotainment, and have become fierce market competitors of the propaganda-oriented Party newspapers (Huang 2001) . From the late 1990s on, online news media began to take a share of the market (Li 2002), making entertainment news one of their major drawing cards. With their daily reports on entertainment activities and the lives of celebrity entertainers, entertainment news provides readers with information on daily entertainment, and at the same time, projects various entertainment circles as glamorous, mysterious or even chaotic, worlds apart from the everyday life of most citizens. In recent years, entertainment news has tended to focus on reporting or gossiping about entertainers' private affairs, scandals and other dark issues. This phenomenon not only makes many people perceive the entertainment world as a place full of chaos and confusion, but has also frequently been criticised. In 2009 it attracted attention from 'the authorities', who control or at least 'supervise' media outlets and are now so concerned with the negative impact of news on the society that they sometimes ban reporting on certain issues.
1 Nevertheless, despite being a controversial news genre in China, entertainment news is still playing an active role in Chinese people's daily life.
Online news writing in China
Since 1997, major news media in China have been providing news services online. Among various types of online news, entertainment news is very popular in contemporary China. According to the Survey
Report on the Utilization and Influence of the Internet in Five Urban Cities in China in 2005,
2 entertainment news was identified as the most frequently read online news (65.5 per cent), followed by domestic news (55.0 per cent) and society news (48.4 per cent).
For the purpose of this research, relevant data have been collected from online entertainment news. The immediate question that you may ask is: why online news -is online news writing different from print news writing?
There are three reasons why I chose to collect data from online news. Firstly, news published online is much easier to collect, store and process than print media news. Secondly, and more importantly, since its emergence in the late 20th century the importance of the Internet and online news reading has been growing rapidly in China. According to the 30th Statistic Survey Report on the Internet Development in China (CNNIC 2012), 3 the number of Internet users 4 in China has reached 538 million, surpassing the United States as the world's biggest Internet market. The report also states that by June 2012 the utilisation rate of online news services had risen to 73.0 per cent, the number of online news users had jumped to 392 million and online news had become the fourth major function of the Internet, following instant messaging, search engine and online music.
The final reason for focusing on online news is that the introduction of the Internet as the fourth medium of information has brought about a dramatic change in media ecology, which has in turn impacted on news production and consumption. The prevalence of mobile phones and other devices also accelerates such a change. Therefore, online news writing has unique features that distinguish it from print news writing.
As Figure 1 .1 shows, news writing, production and communication on traditional broadcast and print media platforms is largely one-way, that is, from the individual producer to a general audience with little opportunity for audience participation apart from letters to the editor and talk-back radio. The Internet, however, enables interactive communication on a massive scale. It gives its audience opportunities to interact where participants exchange ideas and written opinions in real time as immediate communication. It also allows readers who have online access to make follow-up comments on news reports. This provides an opportunity for news media producers to observe audience feedback and reactions, allowing them to tailor ensuing media products to meet the interests and needs of the audience. More significantly, weblogs and Weibo posts written by individuals have gradually become an important source of news. Furthermore, texts on the Internet are subject to modification or copying, and then may migrate from one site to another. In other words, the Internet, by changing the way information is shared, has expanded the accessibility of information.
In addition, in line with the popularity of the Internet, Chinese online language has undergone dramatic changes. Increasing numbers of new terms are created and rapidly become conventionalised. Such is the strength of their influence that they have come to constitute part of the contemporary Chinese linguistic repertoire. Some of the methods for creating new words are so appealing that they have been widely adopted by Chinese users. For instance, homophones are adopted to replace censored words (e.g.
[héxiè > river crab] is a substitute for the ideologically laden word [héxié > harmonious] ) and puns are created to name celebrity fan groups (e.g.
[yùmȋ, corn] for fans of Li Yuchun). Some of these novel terms are adopted by news writers to increase the appeal of their writing to general audiences.
Also, research shows that online news reading behaviour is different from that of traditional print news reading: online news readers don't read details but scan pages quickly, looking for interesting information (Whitaker et al. 2012: 283-284) . Therefore, online news writers have to adopt certain writing techniques in order to grab readers' attention; for instance, use short and concise headlines written in simple, interesting and compelling words.
Given the above, the changing news media ecology has great potential to affect online news writing and the ways in which language is used.
Metaphor in online entertainment news
What, then, are the underlying conditions that have allowed online entertainment news to become so popular in China? How does the news manage to attract the attention of so many readers? One possible answer is that many people (in virtually any society) cannot repress their curiosity about the lives of celebrity entertainers, nor can they resist the pleasure gained from reading about newly released films; neither can they resist the desire to be up to date on the latest pop songs. However, readers are deluged with news every day, and there are literally thousands of entertainment news websites in China. This motivates journalists to write in ways that will stand out, and attract and entertain as many readers as possible, thus maximising the profits to be gained through selling advertising space. One of the ways they manage this is by framing news materials as much as possible in language which the readers of a community are familiar with and enjoy. An example may serve to make this point clearer. On 23 April 2009, the entertainment news portal ent.people.com.cn reported: In March, the TV drama Regimental Commander made a massed landing 6 on four satellite TV stations, gaining overwhelming popularity. With the conclusion of this series, the screen will be the stage for a tripartite confrontation.
7 Three actors, Sun Honglei, Duan Yihong, and Zhangyi, each appearing in a new drama, will engage in a fresh round of battle for your TV screen 8 . . .
The report describes the broadcast of three TV dramas, each featuring a celebrity actor, and each of which is competing with the other two for audience ratings. The news has some notable features. It provides readers with timely information relevant to upcoming TV viewing options. Highlighting the three actors implies their ability to attract a large audience, and thus further suggests that celebrity entertainers are the selling points of contemporary entertainment news media. Finally, it transforms the reported issue into a war scenario. The use of war terms in this news is not, of course, intended as literal description, but rather as metaphor. The phrase sānzúdǐnglì (literally, 'three leg tripod stands') refers to a three-part confrontation among equals, but originates in a literary depiction of war in which three military forces confront each other and end up engaging in chaotic battle. The source of this figure is the novel Romance of the Three Kingdoms, which depicts the struggles and battles of three states led by powerful feudal lords to achieve dominance from 169 CE to 280 CE in ancient China. This novel is a landmark work in Chinese literature, and has inspired many film versions and TV dramas. Hence, the phrase sānzúdǐnglì evokes a highly heroicised account of warfare, thus enhancing the entertainment value of the news report through exaggeration and highly conventional sensationalism. This news excerpt illustrates the use of war metaphors in Chinese entertainment news writing. Metaphor, in simple terms, refers to the understanding of an idea, or a conceptual domain, in terms of another. In this case, a competition among three TV dramas for viewers is conceptualised and interpreted in terms of war. This definition of metaphor is adopted from Lakoff and Johnson's (1980) Conceptual Metaphor Theory (CMT), which has been taken as the dominant theoretical paradigm in recent metaphor studies. It proposes a conceptual interpretation, arguing that metaphor is understanding and experiencing one conceptual domain of knowledge (i.e. target domain) in terms of another conceptual domain of knowledge (i.e. source domain) and linguistic metaphors are surface manifestations of the underlying cross-domain mappings at the conceptual level.
